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Historical Summery of Shelby County 
Shelby county is located in the Northeast portion of Texas 
surrounded by such counties as Nacogdoches, Rusk, Panola and San 
Augustine. Shelby County was created in 1836 and organized in 
1837 an original county. It was named for Issac Shelby, officer 
in the continental army during the American Revolution. 
One mile south of Shelbyville on U. S. highway 59, is the 
site of the first battle between the Regulators and the Moderators, 
led by Ephram Daggett and Ned Merchant. This led an unorganized 
war—1841-1844, the Regulators under Watt Morman and the Moderators 
under John M. Bradley. 
The altitude of Shelby County is 200-400 ft,, annual rainfall 
45 inches, temperature annually 65 degrees f'arenhiedt, with a grow­
ing season of 261 days in a year. 
Resources 
As of 1950 census, population was 23,479,18.4 % Urban, 29.7.4 
non-farm rural, 53.,94 farm rural, 74.94 Anglo-Americans and 21.14 
Negroes. 
In Piney Woods of East Texas, drained by Atoyace and Sabine 
Rivers which form the west and east boundary lines, there is a 
rolling to hilly terrain. Soils are alluvial in the bottoms, sandy 
clay soil and up lands. Pine, gum, oak, hictory, cypress, elm, ash, 
magnolia and sycamore are of commercial value. Lumber is the lead­
ing industry. There is a small oil production, large production 
of natural gas, brick clay, deposits, lignite, limestone, iron ore 
and the like. 
IX 
Game 
Sabine National Forest covers 67,000 acres in the county. It 
has a recreational center. The excellent game covers deer, squirrel, 
doves, water fowl and fish. 
Crops 
Crops in Shelby County include cotton, corn, sweet potatoes, 
white potatoes, cucumbers, tomatoes, watermelons, peas and other 
truck crops for home use ana local sales. Common grasses are grown 
for hay. 
Livestock 
We have a poultry industry with 1,000 broiler houses and pro­
duction of 10,000 broilers annually which is the largest in Texas. 
Rapid development of beef cattle raising, 50,000 head of brahmas, 
herefords and cross breeds. There are sixty grade A dairies in the 
county with two of these operated by Negro farmers. 
Shelby County has: 
Area - square mile 819 Employment - 1,507 
Population (195) 23,4-79 Wages - $3,176,508 
Population per sq. mil. 28.7 Income, $15,118,000 
Urban population - 4,323 Mfg. value, $3,181,000 
Rural population - 19,156 Wholesale sales, $3,703,000 
Number of farms, 3,14-8 Retail sales, $14,083,000 
Average farm acreage - 94.8 Bank deposits, $9,833,000 
Tax value - $8,599,282 
Center, Texas is the county seat of Shelby and the center of the 
lumbering industry, farming territory, broiler market, processing and 
FIGURE I 
Map of Shelby County and Area Surveyed 
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shipping point. There is a Shelby County fair annually in October and 
the East Texas Fox Hunt on November first. 
•^exas Almanac, 1954-55. 
Chapter I 
Introduction 
Constructive criticism is a necessary part of any effort to 
improve the marketing system. In the past we have plenty of crit­
icism, but much of it has been destructive rather than constructive, 
vague and genera]., rather than specific. This had done much to 
hamper practical efforts to improve marketing and is still one of 
the greatest obstacles to be overcome before we can expect to make 
much progress in increasing marketing efficiency. 
Farmers all over the county began criticizing the market before 
the Civil War,' when products began to move into marketing channels 
away from, the local community. So long as farmers sold their pro­
ducts locallj'-, either direct to consumers or to local tradesmen 
whose activities they understood, there was little question in their 
minds regarding the fairness of marketing changes. If they thought 
the local dealers \\>ere receiving too much for their services, they 
could do the work themselves and eliminate the margin all together. 
But when the market out grew local boundaries, the products disap­
peared into a marketing channel where farmers could not follow them 
and understand what the various middlemen did in return for the mar­
gins taken. Coincidentally, with the drawing of this marketing cur­
iam uhere occured two other development which added a. great deal more 
to uhe farmer1s suspicious. One was the vast expansion of agricultural 
2 
production with the opening of new lands in the west following the 
Civil War, bringing with it problems of periodic surpluses and low 
prices. The other was an increasing dependence of farm product 
prices on fluctuating business conditions and the general price 
level, which resulted in sharp fluctuations in consumer demand and 
commodity prices. 
Not knowing what happened to their products after they left 
the local assembly, markets or understanding the influence of 
these important non-marketing factors upon prices of farm products, 
farmers generally were inclined to blame their price trouble on the 
marketing system. There were plenty of things wrong with marketing, 
and still plenty, but such specific weakness were more or less ig­
nored by criticism which held the marketing system responsible for 
conditions for which it was in no way accountable, and since mar­
keting was thought to be at the root of these unsatisfactory price 
conditions, the remedies proposed frequently were marketing remedies, 
which had no possible chance for success. 
3 
Statement of Problem 
This study is confined to the matter of trying to find meth­
ods of improving the different marketing situations in Shelby 
County, by an attempt to analyze the problems and to formulating 
the following questions: 
1. What is the average size of farm? 
2. What economic information is used in making 
farm transactions? 
3. How far is the farm from the available markets? 
4. What determines the crops grown in the county? 
5. Whet improvements have been made in the market­
ing structure since 1945? 
6. What can be done to further improve the markets? 
Purpose 
The purpose of this paper is to bring out some of the condi­
tions of the marketing system of Shelby County and the overall fi­
nancial condition of the average farms in the county. 
Method of Collecting Data 
The method used in collecting data for this study was the con­
struction of a questionnaire consisting of thirty-one (31) items. 
The writer had to make mostly personal contacts because the use of 
the questionnaire was not too good. 
The farmers and business men studied were selected on the basis 
of direct contact and their voluntary information given concerning 
the marketing problem. 
4 
Various farmers were studies because they were concentrated in 
good areas, namely; Timpson, Tenaha, and Center, Texas. 
Chapter II 
The Present Farming Situation In Shelby County 
At this time the farming situation in Shelby County is pretty 
well diversified and practically throughout the East Texas portion 
of' the state. I found that there is a problem on the production 
side of the county that makes marketing rather slow. There is a 
market for almost everything that can be grown in the county if such 
products could be produced and put on the various markets that would 
be made available for the farmers. There is a large concentration 
on field crops such as tomatoes, cotton, corn, cucumbers, sweet po­
tatoes and sugar cane, but nobody attempts to market more than a 
few of the products such as cotton, tomatoes and cucumbers and. these 
products that are put on the market are limited. The reasons are 
that there are too many farms there that consist of an average of 
4-0 - 50 acres which are incapable of providing adequate volumes. 
There are markets for peas, watermelons, potatoes, and various 
other vegetables on retail markets located throughout the county, 
but the farmers are more or less afraid to engage in the food products 
business because most of them are tenant farmers and cannot obtain 
money from the banks very readily to plant these crops. Cotton is the 
predominating crop and loans are made on the basis of raising it. The 
production and marketing of truck crops extensively have not been the 
5 
6 
general trend in Shelby County. Since World War II, the markets 
have tended to open up to purchase from farmers different vegeta­
ble crops and the like other than cotton. Our farmers on the whole 
haven't gotten use to this idea as yet even though it was to help 
him diversify his program. The farmers on an average do not have 
time to fool with any crops other than cotton, corn, tomatoes and 
cucumbers. 
The principal crops were of the type that could be turned into 
cash in one growing season. They are: 1) cotton, 2) corn, 3) pota­
toes, 4-) peas, 5) peanuts, and 6) watermelons. 
Figure 1 page 7 will indicate the average acreage of each 
planted item, yield and income. 
It can readily be seen that crop yields are influenced by many 
factors, those over which we have control and some which are out of 
reach. The size of the farm in acres also influence the size of farm 
business and rate of production to income, in normal time both large 
size farm business and high yields, have decided financial advantages. 
Recent data show a moderate increase of volume of farming since 
194-5. The production of crops in Shelby County are on too small a 
scale in comparison with some of tne ouher counties in the East Texas 
section, but the acreage is growing rapidly since the census of 194-5. 
According to this data in Table 7 and the average number of live­
stock out there on the farm, 706 e.cres is not enough for livestock 
consumption, not speaking of a surplus to put on the market. During 
the spring ox the year Shelby County has to buy feed for livestock to run 
7 
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them during the year. Since this tine, however, the market prices 
have increased for these grains and also prices were getting too 
high for farmers to purchase this feed. Hence, the farmers are 
beginning to produce more grain for feed ans some surpluses for 
the open markets. 
The average size of East Texas farms is about 94*3. Most of 
the leading producers and farmers in different towns in the county 
have gotten together to discuss the matters among themselves of 
renting and purchasing larger farms in order that increased pro­
duction might take place to meet the present market demands in the 
county. 
The average farmer does not want to plant over one to two 
acres of each item of truck crops because he doesn't know for sure 
that there will be a market for what he plants or produces. As a 
result of this, wholesalers and buyers will not negotiate with the 
farmers, they plant limited acreage because the small size of the 
acreage will not net them a large enough return to keep their 
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Shelby County has a good market for livestock. They produce 
annually about 50,000 head. In the county there are several auc­
tion markets and there are a few county buyers standing ready to 
buy any cattle that are put on the market. There are not any whole­
sale markets in the county as yet for cattle or hogs, but there are 
three for chickens, eggs, and turkeys. Many of the broilers are 
sold and processed in these wholesale markets and shipped across 
the country for consumption. East Texas is the largest broiler 
producing section of Texas and one of the largest in the united 
States. The Southern egg market and the Southern broiler market 
are based on the eastern markets. These eastern markets in Shelby 
County for livestock and poultry mark two of the largest in Shelby 
County. They are equally important to farmers for their timber. 
The production of broilers is contracted for each year with farmers 
and ranchers to produce so many birds per year and at a guaranteed 
market price for them. 
As a result of these figures, it is readily seen that there is 
a continuous demand for farm products of this county because the 
population is far in excess of the food supply in proportion to the 
number of farms reporting. The population in this county will read­
ily show what is needed. It will also show the position which our 
different farmers are in and how they are situated on the agricultur 
ladder. There is a wide difference between our ownership operators 
and our tenant operators. Since the potential improvements in mar— 











































































H H -J O -J JO 



















































































































moving into ownership. This is very encouraging to most ol the 
farmers because they can feel more secure when they plan ior trie 
yext year. 
The 1950 census indicates an inverse relationship between 
the farm population and the production in the county. 
The size of the farm family in this, as well as other areas, 
varies greatly in number. It was revealed in the survey of the 
county that the average size Negro farm family is four and two 
tenths (4.2). The family size ranges from a low of one (1) to a 
high as eight (8) in number. 
The chart will indicate the average family and the number 
actually working on the farm both men a.nd women. The children 
over ten years old who participated in the farm work were counted 
as one-half (-|-) person because of the number of chores they per­
form each day and the amount of time they spend each day at home 
helping with the family duties. 
It was found however, that most of the young men had left the 
farm in the last ten years to seek jobs in the cities and towns 
and those who did live on the farms did not participate in the ac­
tual farm work but only lived there because it was their home and 
worked elsewhere for a livelihood by the day or week, and in some 
cases by the month. The men who did actually work on the farms 
were not full time or all year round farmers. 
This type of thing has strengthened the markets for farm pro­
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Economic Information Disseminated. To 
Farmers In Shelby County For Im­
provements in Marketing 
Market information is a broad term used to designate all facts 
and their interpretation bearing on the present or prospective market 
value of commodities. The study shows that most of the farms in Shelby 
county receive some type of farm magazine pertaining to agriculture. 
Some receive several different kinds, but they did not seem to have 
read these magazines to get market demands on what to plant the next 
year. 
To be smart, the farmer should make changes ahead, rather than 
with the majority of farmers, because thousand of them act independ­
ently, sometimes jump in and out of the production of many products. 
They are more apt to get in when the prices the preceeding year were 
good. Reports on farmers intentions to plant offer considerable help 
in planning the production of such crops. 
There are a number of sources from which the farmer may get price 
information. The most popular source is the United States Department 
of Agriculture. This Agency puts out various bulletins that give 
current price trends. Some of the most important of these publica­
tions are: (1) crops and markets, (2) The agricultural situation, (3) 
price and demand situation, (4.) Livestock situation, (5) Cotton 
situation, (6) Annual outlook reports, and (7) special reports re­
leased from time to time. Most of these services are furnished free 
of charge to the farmer. 
15 
16 
The farmers in the areas studied were the same as farmers are 
generally throughout the nation, Ihey get in and out of production 
of crops without knowing the price situation for the coming year® 
It was found that 3% of the farmers studied and made use of publica­
tions of the United States Department of Agricultural, which 97% of 
the farmers made use of private or commerical publications such as, 
Southern Agriculture, Cappers Farmer and .Progressive Farmer. Some 
of the farmers admitted listening to the radio reports but said they 
did not draw any conclusions on what to plant the following year, 
or what price to demand for their products at the market but only 
took the price offered by the local buyer. To eliminate or try 
to mitigate this problem, the government has undertaken the task 
ox getting information down to the local people as soon as it is 
released at the big central markets and make it as simple as possible. 
There are two general categories of market information: (l) information 
relating to factors affecting future prices and the long time trends of 
market values, generally referred to as outlook information; (2) in­
formation bearing on the current price situation and immediate future 
market supplies, generally referred to as market news. Both of these 
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The farmers' need for market information really starts be­
fore he buys or rents his farm a.nd plans the general organization 
of its enterprises. It would not be sale for one to purcnase an 
orchard or engage in an enterprise without considering carefully 
the conditions relating to the future demand for and supply of 
an enterprise. With any given type of farm organization, the 
farmer shoud consider before planning the acreage to be planted 
or the livestock to be produced or fed, the probs/ble market situa­
tion to be encountered vjhen the products are ready for market. All 
of the foregoing types of information fall under the "outlook." 
When his ;products are about ready for market, the farmer must 
decide when, where,how and to whom his products should be sold. 
Sometimes this is a simple decision, because 110 alternatives are 
open to the farmer. Frequently the farmer has a choice of several 
local buyers in nearby towns or he may be able to ship to a dis­
tinct or central market. 
For most farmers a more important use of market news is in 
checking prices offered by local buyers or merchant truckers arid 
ret\;.rns from consigraent sales. Although, unless alternative out­
lets are present, bargaining with these buyers or merchants, may 
not have much real effect on the price received in a particular 
sale, it tends to help hold buyers in line with prices in other 
local markets or in central markets. If farmers had no such checks 
local dealers operating under conditions of imperfect competition 
would have a better opportunity to exploit producers. 
Like farmers, marketing agencies as a group benefit farm market 
information. Some individual agencies would be a.bie to increase their 
margins and profits if farmers could not check on prices through the 
market reports, but there would be at least partly offsetting dis­
advantages, Merchants truckers, for example, might not be able to 
persua.de many growers to sell to them at all if there were no market 
news reports, and the loss of business would not be made up by a 
higher margin on the volume remaining. 
There are various sources of market information which farmers 
secure to plan their operations. Before the government entered the 
market - information picture, farmers and marketing agencies depended, 
solely for such information on (l) their contracts with producers, 
buyers, and sellers and reports received from bookers and hired market 
representatives; (2) various private services and trade publications. 
These sources of market information are. .important as supplements 
to the governments' - news service. The government desseminates 
market - news through agencies of the United States Department of 
Agriculture which comes under the Bureau of Agricultural Economics. 
Through a nation - viae system of field officers, ^ the Bureau of 
Agricultural Economics gathers and disseminates market news on supply, 
demand, movement, quality and prices of livestock, meats, wool, fruits, 
vegetables, dairy and poultry products, grain, hay, feed cotton, tobacco, 
A 
Ibid., p. 286 
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rice, honey a.nd other agricultural products. Basic policies and 
producers are established in Washington D. C., but the nature of 
the market reporting job is such that the local reporters must be 
directly responsible for the accuracy of the reports and for main­
taining working relationships with the trade. This has resulted 
in a high degree of decentralization. Although it has advantages, 
this decentralization is not conducive to quick adoption of im­
proved methodology, standardization of terminology, and other de­
sirable features of a National service. 
In gathering market—news, reporters stationed at the various 
markets, news offices obtain the information in various ways, but 
mostly by personal interview and over the telephone. For some 
type of data, mail questionnaires are used. The reporters inter­
view buyers ana sellers at markets during trading hours, inspect 
records, observe transactions, collect reports or rail ana truck 
unloads and warehouseman's stocks in storage, and make numerous 
contacts with other groups. 
In preparing the reports, the market reporter draws upon all 
information available to him which may come from sources other 
than those engaging in the market transactions. Information se­
cured locally is assembled and analyzed by the local reporters. 
In most cases, those who receive the reports are interested in 
the national or regional market or the relationship of the given 
local or central market to others. . Hence, the local information 
must be integrated with that collected at other points, which is 
taken off the leased wire circuit, as has been discussed previously, 
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by the reporter as needed and adapted for local use. r-i-he basac data 
collected in the local offices also are relayed to one or more of the 
six area information offices for futher analysis and integration in­
to reports covering prices, movements, or other information for a oroad 
region or the entire country. 
In the county every available means of disseminating the market 
news is used, including the mail, press, radio and farm and trade pub­
lications of various kinds. However, there is no local news office 
putting out any news in the local area. Farmers, dealers, and buyers 
may be listening to the radio or reading the news papers, and reading 
different farm magazines, find out about marketings and prices at 
nearby places where the market is reported. 
In addition to such direct dissemination by the local market news 
offices, specialists are stationed at six key points throughout the 
country to facilitate more effective dessemination. They review the 
market news as is related through these points on the leased wire 
circuits and consolidate the items of principal important into form 
for broad dissemination throughout the areas surrounding these points. 
The reports released in this manner, covering all major com­
modities for each market at which market news is col3.ected, or prepared 
for mid-morning, afternoon, and overnight transmission. Other con­
solidations are usually prepared on a commodity basis, representing 
the highlights of the market news or special complications and averages 
for weekly or monthly periods are compiled in Washington and released 
by mailo 
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Some of the problems in market reporting are the cause of 
slow improvements in marketing. Services cannot exist without 
administrative supervision and cannot be effective without technical 
support and coordination. The techanical, administrative and super­
visory staff of the market news service lias not been expanded in re­
cent years in line with added responsibilities. Supervision has 
been largely limited to Washington review reports, correspondence 
and telephone calls coaipled with brief annual or biennial visits to 
the market news reporting offices. Very few specialized technicians 
exist on the market news staff to give aid to the reporters and to 
deal with such problems as (l) report writing, (2) market analysis, 
(3) methods of reporting, (4) sampling, (5) grading, and (6) dis-
semi nation,, 
Limited funds for clerical personnel and machine tabulation 
have not permitted adequate analysis and utilization of the data 
available. 
This is a polite way of saying that the market - news service, 
under the pressure of administrative duties and inadequate funds, has 
fallen behind progress in the arts and sciences applicable in such work. 
The practical side of the work has been very efficiently developed, but 
the application of modern statistical techniques, the principles of 
economics, and journalism to improve the reliability and usefulness 
of market news have been neglected. 
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Considering the handicaps under which it has operated, especially 
during the early days, when many dealers were suspicious and uncoopera­
tive and a public market news service was relatively unknown and on 
trial, the Department has done a wonderful job in establishing a re­
putation of fairness, accuracy, and reliability for improvements. 
However , chore still are many difficulties to be over come and im-
i 
provements to be made. These are of two kinds: (l) the expansion of 
market news to include commodities, markets and segements of the market­
ing system not now covered; (2) technical improvements in collecting 
data, writing of reports, and dissemination of the news. 
Commodities for which there now is no public and in some cases 
no private market news - service in Shelby county and all over the 
United States practically include (l) number of fats and oils and 
cottonseed oil, (2) fruits and vegetables for processing, (3) butter, 
and (A) peas and beans. Most of these deficiencies in commodity 
coverage will be made up gradually as the production expands and the 
market - news service is expanded in response to demands from pro­
ducers and commerical groups. Prospective changes in farm prices 
should be studied in order to make adjustments in the cropping plan 
or livestock program. Too many farmers make their plans on the basis 
of existing prices at planting time rather than upon the basis of the 
future outlook for prices. Just because prices at planting time are 
high is no assurance that prices vail be equally as high at harvest 
time. 
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One of the major objectives of production controls and con­
servation programs of recent years has been to level out violent 
changes in the volume of agricultural production and thereby give 
the farmer a more stable price level. Weather has a way of ignor­
ing these plans sometimes, so the Government has been trying to get 
the farmers to act as a group instead of independently. 5 Programs 
have been based upon economic outlook as far as it is possible. In 
other words, the Government has been trying to get farmers to manage 
as industry does, plan production to fit market demands. 
One of the biggest problems of farming is to have the right 
amount of products on the market at the right time. Most of the 
farms in Shelby county are not more than five (5) miles from the 
available markets and most of them have adequate hauling facilities 
to move their products to the market without having heavy spoilageso 
When the products reach the different markets, they are bidded. on, 
purchased and carried to the processing department where they are 
graded immediately. The questionnaires show that there are o.bout 
five local markets in the county. Two distributing markets, seven 
retail markets. One auction, and one cooperative. The cooperative 
is declining in business activities because of lack of membership 
support and the location in which it is situated, there are not many 
farmers there. Most of them have migrated to the cities and retired. 
R. L. Hunt, Farm Management in the South, pp. ,44.9-450. 
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Some of the farmers indicate that the markets don't pay them 
enough for their products and that take too bigger margin out of 
the dollar. Bascially we feel as if this is due to high production 
cost of the farmer and he does not keep adequate records to show him 
how much he is going in debt by continuing to produce certain crops. 
So he lays it on the buyers. 
Chapter IV 
Ways By Which The Market May Be Improved 
Marketing improvements might be classified in various ways: 
Examinations of textbooks, bulletins, and articles indicate a 
strong tendency to classify the improvement on the basis of the 
mechanics involved. 
The first step in the scientific approach is to study ana de­
scribe the marketing system, so that everyone concerned will know 
what we are dealing with and will not waste time in useless efforts. 
The knowledge of the marketing system so obtained also serves as 
the basis for stimulating ideas about possible improvements. There 
are not many ideas about things we do not understand. Similarly, 
in trying to improve the markets it is desirable that the farmers 
and middlemen be familiar with the life cycle of the .commodity. 
We need careful, unbiased descriptions of the marketing sys­
tem in the local county as a short cut in educating marketing 
workers of all kinds. 
The chart indicates the amount of capital invested on the 
farms studied—for land and improvements, machinery and equipment, 
livestock and. poultry. Farmers will receive more net returns from 
the marketing of their products by cutting the operating cost on 
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Returns to producers can be increased, through marketing improvements 
in two ways: (l) by increasing consumer expenditures for farm pro­
ducts and their derivations, (2) by reducing the total marketing 
charges which are subtracted from such consumer expenditures by market­
ing agencies. 
Consumer expenditures, in turn, can be increased through better 
marketing in only two ways: (l) by increasing consumer demand, that 
is, shifting the consumer demand curve to the right, (2) by feeding 
the available supplies into the market in such a manner as to take 
maximum advantage of the existing consumer demand.^ 
Expansion of the demand for farm products, in so far as it 
may be achieved through marketing may be brought about in three ways: 
(l) development and marketing of new products, (2) developing new-
uses for established products in existing uses, by improved merchandi­
sing, quality, control, consumer education and subsidizing consumption. 
Orderly marketing will increase consumer expenditures by finding 
the best markets available so that potential demand can be turned in­
to actual expenditures; (2) distributing available supplies over 
time so as to take maximum advantages of the existing demand; (3) 
adjusting the relative quantities of a product on over-all demand 
made up of several different kinds of demand; U) differential pric­
ing and. product differentiation, tapping the consumer's surplus 
6-n 
F. L. Thomsen, Op. Cit., p. 320 
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of higher income groups without reducing the consumption of mar— 
ginial consumers; (5) market prorates, and outright limitations 
on the total quantity marketed "by means of quality restrictions 
and other devices. 
Marketing charges can be reduced in two ways: (l) by reducing 
the profits of marketing agencies; (2) by reducing marketing cost. 
Profits may be reduced (l) by reducing the need for profits, re­
ducing risks, (2) reducing the opportunities for profits, through 
regulatory activities, reduction of internal - trade barriers, 
modifying the conditions of imperfect competition, and improving 
the pricing merchanism. 
Marketing costs may be reduced by (l) increasing the efficiency 
of existing marketing agencies, through (a) better economic organiza­
tion of the business, with references to location, size, volume of 
business, types of facilities, kinds of equipment, layout and (b) 
improving operational management, through comparative - cost and time-
and motion studies, improving labor relations,raising quality of 
personal and dealer education; (2) changing the marketing system, 
through (a) vertical and horizontal integration, (b) establishing 
new types of marketing agencies, such as service wholesalers and (c) 
altering marketing channels; (3) reducing the services, (a) shifting 
responsibility for some marketing services to consumers or producers, 
as in self-service retailing, (b) eliminating unnecessary services. 
Many farmers also can contribute to more efficient marketing 
try doing a better individual job of marketing their own products. 
This usually means a more skillful job of deciding where, when, and 
by what method to market. This requires (l) familiarity with the 
various market outlets which are available at retail stores, local 
assembly markets, distinct processors, terminal markets and the 
relative returns from these outlets to be expected under varying 
conditions; (2) use of market - news reports and other information 
in following current market conditions, for the purpose of talcing 
advantage of temporary market strength at about the time the pro­
ducts are ready for marketing; (3) use of outlook information in 
coordinating the farm production program with marketing so as to 
take maximum advantage of seasonal, annual, and cyclical changes in 
commodity prices. Many farmers have been able greatly to increase 
their returns by so organizing their operations as to have their 
various products come on the market at times when many other farmer 
are out of the market or when market demand is strong. 
Direct consumer marketing is another way of improving the 
market which can be done by (l) roadside stands, (2) in the field 
or "pick-it-yourself" selling, (3) delivery to consumer or retail 
stores, (4.) delivery by parcel post or expenses, (5) farmers1 publi 
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Any method of direct marketing can be made profitable if cus­
tomers can be obtained without too much expense and trouble. This 
calls for the exercise of salesmanship, which relatively few farm­
ers have developed. 
Consumers, like farmers, could do a great deal further market­
ing improvement by becoming informed on marketing problems and tak­
ing part in the determination of sound public policy with respect 
to marketing. They can also influence marketing efficiency by do­
ing more intelligent job of buying. The success of more efficient 
methods of processing packaging, grading, and retailing frequently 
depend upon the support of consumers.''' 
Cooperative marketing has played a prominent part in the his­
tory of efforts to improve agricultural marketing. Many thousands 
of cooperative associations and millions of farmers have blazed the 
cooperative trail to better marketing or another trail to failure 
and disappointment. 
The government's role in improving the marketing of farm pro­
ducts are many. The federal government is urged to finance metro­
politan wholesale produce markets. Prices and margins are fixed in 
the marketing of milk. Regulations severely limit the number and 
type of truckers permitted to haul frozen citrus concentrates from 
Florida to Northern outlets and the types of firms to whom the 
trucks may deliver the product. 
7 
F. L. Thomsen, op. cit,. pp. 430-431. 
32 
The Federal Government has instituted legal proceedings to control 
channels of marketing for various food processing operations and has 
forced meat packers to give up retailing and other marketing channels. 
At the other extreme are those who resent any "interference" by 
government in marketing - principally those engaged in private market­
ing. Their opposition covers even such activities as research, ex­
tension, and market news. By their uncompromising opposition to 
anything and everything done by government in marketing, they invite 
the kind of interference to which they most object. 
The most important government activities in marketing are: (l) 
providing needed auxiliary marketing services, such as official 
grading, standardization, inspection, and market ne\-rs. These services 
would not be cared for adequately by private agencies. They are de­
signed to complement, not replace, private marketing business, (2) 
policing of the marketing system. This provides an enforceable 
code of ethics for the protection of shippers ana buyers and prevents 
monopoly and restraint of trade against the public interest; (3) Assis­
tance to producer groups desiring to take collective action to improve 
marketing conditions. This includes assistance to cooperatives, which 
have already been very generous, and farmers by means of marketing 
agreements and orders; (l) direct action uo support prices of agricul­
tural commodities; (5) research to discover new ways of improving 
marketing; (6) extension activities designed to accquaint farmers, con­
sumers, and marketing agencies with the effect of altenative marketing-
policies and practices. 
Chapter V 
Summary and Conclusions 
The amount of knowledge farmers have of the market demands 
is going to determine the amount of profit they are going to re­
ceive from farms. 
The survey indicated that there are an average of seven re­
tail markets in each town, three wholesale markets, two auction in 
the county and one cooperative market. 
Livestock provide the higher income for farmers in this area, 
but the farms studied were low in dairy cattle, beef cattle, chick­
ens and turkeys as the chart indicated. 
Little use was made of market information concerning what to 
plant, prices to expect for their products and the outlook for the 
coming year. 
It was revealed in Table II that the total acreage is too 
small for profitable operation in this area. The total crop acre­
age as revealed in Table IV will not support the average -4.2 in 
each family because of the farming system and the number of persons 
working on the farm, and it does not provide adequate acreage for 
the utilization of labor saving equipment. 
It seems as if the improvements in the markets of Shelby 
County has been good since the second World War, but the farmers 
have hesitated to increase their production to take on the recent 




Farmers need some measure of gauging their profits for a farm. 
No one standard measure of profits that is completely satsifactory 
for all purposes has, as yet been developed by farm management experts. 
The farmers of the county need to realize the importance of re­
cord keeping to know where their farm business are headed. 
Some of the things which could be considered in improving 
returns to the farmer are: 
1. Better farm to market roads 
2. Finding the best available market 
3. Quality improvement 
4. Consumer education 
5. Improving market information 
6. Bring more cooperative markets in the county 
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The following recommendations are offered as suggestions for im­
proving the farm marketing policies of the farm in the area surveyed. 
1. Organize cooperative markets as the need 
arises. 
2. Make better use of market information concern­
ing the enterprise selected. 
3. Increase consumer demand by growing better 
varieties. 
U. By feeding the available supplies into the 
market in such a manner as to bake maximum 
advantage of the existing consumer demand. 
5. Better economic organization of the business 
6. Improve operational management. 
7. Vertical and horizontal intergration. 
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1. 
u. 
Name of operator 
No. of children 
6. No. of persons working farms: men women children 
(Count children over 10 as person). 
7. Name of community in which your farm is located 
8. No of acres operated. 9. No, of acres owned , 
10, No. of acres rented or leased 11. No. of acres in crips. 
permanent pasture , Idle , pasture in woodland 
woodland not In pasture . 
12. List the crops grown; number of acres in each crop; average yield 
per acre; and income from each crop. 
Crop Acerage Yield Income 
TOTAL 
13, List below the number of livestock on the farm; value, income from 
sale of livestock products. 
Number Value 












(over 6 mos.) 
Boars 
(over 6 mos) 
Gilts 
(breeding) 
Market (over 6 mos) 
Market (under6 mos) 
(D) Others 
Horses 







1A. List below the number of poultry on the farm; value; income from 
sale of poultry products. 
Number Value Income 






Total f o r  all poultry 
d> tp 
15. Give an itemised account of the value of food furnished by the farm 
in money value. 
(a) Meats (beef & pork) 
(b) Poultry 
( c )  V e g e t a b l e s  
( d )  E g g s  
( e )  D a i r y  P r o d u c t s  
§ 
16. Give an itemized account of the expenses of the family, 
( a )  F o o d  
( b )  C l o t h i n g  
( c )  P e r s o n a l  c a r e  
(tobacco, barber,) 
hair dresser 
(d) Medical care 
( e )  H o u s e h o l d  o p e r a t i n g  
( f )  O t h e r s  
41 
17. Give the total cash farm operating expenses (including ex­
pense for livestock and poultry production; crop production; 
as seed and fertilizer; running the farm as hired labor, re­
pairs, rent, gas and oil). 
18. Give the estimate value of farm labor used in farm production 
(exclude your own labor) . 
19. What sources of economic information do you use concerning 
price of Products, what to plant next year and the general farm 
outlook and situation (check yes or no). 
(a) Government publications Yes ( ) No ( ) 
(b) Private or commercial 
publications Yes ( ) Wo ( ) 
(c) Radio Yes ( ) No ( ) 
(a) Local .buyer Yes ( ) Wo ( ) 
20. List some of the printed materials as pamphlets, magazines, etc., 
that you receive pertaining to agriculture. 




21. What factors determine the crop grown each year and the num­
ber of acres planted in each crop? 
22. Ifow far is your farm from the available markets? 
23. Dobs the distance from the market have any effect on the mar­
keting value of your products? 
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24. Do you know that there is an available market for the products you 
produce before you plant them? . 
25. Do you have adequate transportation facilities to haxfL your' products 
to market . 
26. Do you plan to do anything different on the farm in 1955 that you 
did not do in 1954? . 
27. Do you keep a farm record of all accounts on the farm? . 
28. List the available markets in your county: Local markets , 
distributing markets cooperative markets . 
29. Do you sell any farm products directly to your grocer? Yes ( ) No ( ) 
30. Are you dissatisfied with the markets you have now in your county? 
Yes ( ) No ( ) State reasons 
31. What are your suggestions for the marketing improvements in the county? 
Please mail this information to us as soon as possible. 
